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Abstract 
 
 “Be global. Study abroad,” “Work for a global enterprise,” “The World is Waiting for 
You” - these are just several of the marketing slogans and buzzwords which have been adopted 
by Japanese tertiary institutions in a move to promote MEXT’s (Japan’s Ministry of Education, 
Culture, Sports, Science and Technology) “Global Human Resource Development” initiative.  In 
spite of MEXT’s ongoing efforts and those of tertiary institutions to rouse interest in studying 
abroad, according to nationwide surveys and my recent research findings, aside from lacking 
financial resources, a sizeable number of young Japanese students remain ambivalent or arguably 
lack the motivation to study abroad for an extended period of time.  In this light, how can 
an outbound perspective be effectively conveyed to this particular bracket of “inward” students? 
In an attempt to determine viable marketing solutions for this niche market, this paper 
incorporates findings from a mixed methods study involving an analysis of the current marketing 
approaches and tactics employed by universities belonging to MEXT’s “Global 30” and findings 
from my ethnographic fieldwork with undergraduate students in Japan. The aim, therefore, is not 
only to demonstrate that there are students whose needs, opinions or circumstances fall outside 
of MEXT’s “Global Human Resource Development”, but also to determine their specific needs 
and how they can be catered for.  
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Background 
 
 Whether browsing the Japanese page or English page, the first thing one notices on 
MEXT’s official “Global 30” website is the distinct focus on inbound students.  “The Global 30 
Project to Invite 300, 000 International Students to Japan” appears in the banner on the English 
page, while “Come to Study in Japan” appears on the Japanese page (MEXT, 2015).  This seems 
rather ironic given that part of internationalization is arguably a process of negotiation and a 
willingness to not only accept inbound students, but to also encourage the pursuit of outbound 
students.  According to Ishikawa Ayumi (2011), the Global 30 “was aimed at significantly 
increasing the numbers of courses in English language and of international students, seeking to 
add an international layer onto the core of the Japanese-language higher education (p.199).  So 
why the emphasis on inbound students?  In “Japan’s Challenge of Fostering ‘Global Human 
Resources’” (2014), Yonezawa Akiyohi argues that after the collapse of the bubble economy in 
the 1980s,  
 Japanese industries, the research and development community, and society felt the 
necessity to attract talented human resources from Asia and all over the world, and foster them 
so as to bridge Japanese labor and business customs with those of other countries. (Yonezawa, 
2014, p. 41) 
 Assuming that these claims accurately describe the current global human resources 
initiative in Japan, one might infer that the overall sentiment in Japan is that it is both 
economically viable and easier to attract talented Japanese-speaking human resources from 
abroad and integrate them into Japanese companies rather than encouraging Japanese students to 
embark on time-consuming and costly study abroad programs.  Furthermore, in 2015, the 
Ministry of Economy, Trade and Industry (METI) set aside a ¥28 billion budget to support 
inbound students while the budget for outbound student support was significantly lower at ¥9.2 
billion (METI, 2015).  While various factors contribute to this (such as the need to provide 
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financial support to talented human resources from South-East Asia), overall, it seems like 
greater efforts are being made to promote inbound rather than outbound students.  Thus, under 
tighter budget restrictions, what exactly is being done to promote study abroad programs to 
prospective outbound students?  Aside from promoting the pre-existing international exchange 
programs internally (through study-abroad fairs or promotional activities on campus), some 
universities have invested in marketing externally. That is, some universities have invested in 
relatively costly forms of kōtsū kōkoku (advertising within trains or around train stations) such as 
the following image. 
Figure 1: Musashino University’s “Faculty of Global Studies” poster displayed at Kokusai 
Tenjijō station, August 2015 
 
 
 
 While such forms of advertising are efficient in that they are pervasive and the audience 
reach is quite broad, as well as being  costly options for universities with budget restrictions, 
such posters lack depth and detail and in effect only seem to convey a slogan which may not 
mean much to the general commuting populace.  For this reason (and taking into account the 
hyper-connectivity of Japanese society) official university websites have become sites of 
advertising and the dissemination of more detailed and updated information about a variety of 
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study abroad options.  Such websites are not only available to students, but are accessible by 
interested parties. In order to gain greater insight into the discourse of “global human resources,” 
I analyzed the websites of universities belonging to MEXT’s current list of “Global 30” 
universities and their respective efforts to support outbound students.  The participating 
universities as of September 2015 were as follows: Tohoku University, The University of 
Tsukuba, The University of Tokyo, Nagoya University, Kyoto University, Osaka University, 
Kyushu University, Keio University, Sophia University, Meiji University, Waseda University, 
Doshisha University and Ritsumeikan University.  
 In order to do so I took into account the complexity and average language register, the 
text to image ratio, the file format or platform (whether URLs or PDFs were utilized or 
available), interface usability (whether the websites were user-friendly or information was easily 
accessible) and lastly, the content. Generally speaking (and particularly in Nagoya’s case), the 
ratio of content for inbound to outbound students was almost 2:1. Furthermore, in terms of visual 
aesthetics, it was clear that universities such as Meiji made a distinct effort to create more 
visually appealing travel catalogue-like pages for inbound students rather than outbound 
students. See Figures 2 and 3. 
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Figure 2: Kaigairyūgaku o kibō suru kata e (Meiji University’s top page for prospective 
outbound students)  
 
 
Figure 3: Cool Japan Summer Program (aimed at inbound students) 
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 Needless to say, rather than making any sweeping generalizations, by simply outlining 
the details in following table, one can easily identify areas in which some universities excel in 
providing ample and user-friendly information as well as areas which others might need to 
improve. 
Table 1: Comparing Universities’ Online Content for Outbound Students 
 Interface 
Usability 
Platforms/File 
Formats 
Average 
Register  
Text 
to 
Image 
Ratio 
Visual Aesthetics 
KEY ○        
Challenging 
○○  
Manageable 
○○○ 
Simple 
(P) PDF 
(H) HTML 
(SM) SOCIAL 
MEDIA 
(F) 
Formal 
(SF) 
Semi-
formal 
(C) 
Casual 
T: I ○ Basic 
○○ Average 
○○○ High Quality 
University      
Doshisha  ○○  H, P, SM F 3:1 ○ 
Keio  ○ H, P, SM SF 5:1 ○ 
Kyoto ○○ H, P, SM F 9:1 ○ 
Kyushu  ○○ H, P, SM SF 9:1 ○○ 
Meiji  ○○ H, P, SM SF 9:1 ○○○ 
Nagoya  ○ H, P, SM F 5:1 ○○ 
Osaka ○○ H, P, SM F 5:1 ○○ 
Ritsumeikan ○○○ H, P, SM SF 3:1 ○○○ 
Sophia ○ H, SM F 9:1 ○ 
Tohoku ○○ H, P, SM SF 4:1 ○○ 
Tokyo ○○ H, P, SM F 5:1 ○○ 
Tsukuba ○○ H, P, SM SF 5:1 ○○ 
Waseda ○○○ H, P, SM F 3:1 ○○○ 
 
 While I acknowledge that the judgments made for each criterion are subjective and 
therefore contestable, I will nonetheless like to draw attention to Waseda University and 
Ritsumeikan University as outstanding institutions in their attempts to foster and promote study 
abroad programs to outbound students. With visually appealing and user-friendly interfaces, as 
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well as ample information succinctly written in a polite yet warm manner (as if to address a 
valued customer), Ritsumeikan and Waseda operate in the same fashion as major brands - 
providing something simple yet adequate, empowering yet endearing, and offering variety yet 
not overwhelming consumers with options.  However, aside from the layout, design and use, the 
nature of the content itself plays an immensely significant role in influencing individuals from 
thinking “Studying abroad might be nice” to “I want to study abroad so bad.”  On this note, I will 
briefly outline what the common key words and themes were among the respective websites and 
handbooks.  Take for instance, the following marketing slogans from some of the universities: 
 
Table 2: Comparing University’s Study Abroad Marketing Slogans 
 
University Japanese (if applicable) English 
Doshisha  Kokusai butai de 
katsuyaku suru jinzai no 
ikusei ni mukete… hōfuna 
ryūgaku puroguramu ga 
sekai e no tobira ni 
In order to develop human resources 
who are active in the international 
arena…there is an abundance of study 
abroad programs which open doors to 
the world 
Keio  Sekai ni hirogaru manabi 
no ba ni, sōzōijō no taiken 
ga matteimasu 
Experiences beyond your imagination 
await you in a world where places to 
study are expanding 
Kyoto n/a Knowledge from Kyoto to the world 
Kyushu  Kyushu kara sekai e 
tobitai 
Leap from Kyushu to the world 
Meiji  Meijidaigaku ga ikusei 
suru sekai de katsuyaku 
suru jinzai 〜 gurōbaru 
jidai no tsuyoi ko 
Meiji University develops active 
global human resources ~ That is, 
powerful individuals in a global age 
Nagoya  Ryūgaku wa tsuyomi ni 
naru 
Studying abroad gives you more edge 
Osaka Sekai wa anata o matte 
imasu 
The world is waiting for you 
Ritsumeikan n/a Stay Hungry, Stay Global. Let’s all 
study abroad 
Sophia Not specified Not specified 
Tohoku Sekaichū ga kyanpasu da The world is your campus 
Tokyo Tōdai kara sekai e From Tokyo University to the world 
Tsukuba Not specified Not specified 
Waseda Waseda kara sekai e to 
habataku 
Leap from Waseda to the world  
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Study, knowledge, human resources, the world? Is this the right angle to market study 
abroad programs?  Although subject to opinion, considering that the target market is comprised 
largely of students in their late teens to early twenties, I suggest that this kind of discourse is 
counterproductive.  That is, aside from the positive take-a-leap-of-faith-like images these slogans 
convey, they might also connote something seemingly daunting, if not off-putting for young 
undergraduate students.  If these are some of the major study abroad marketing slogans, can the 
same be said for the overall web content of the respective sites? 
 Now, rather than going into further detail about the specific web content available from 
each university, I will simply outline my findings.  Overall, of all the participating universities’ 
websites, the majority provided a range of the following information in lengthy passages and 
with a distinct lack of accompanying graphics: partner universities, the programs available, study 
abroad timelines or schedules (and sometimes flow charts), procedures, student reports, links to 
advisors, related costs, career benefits, application forms, FAQ pages, health and safety 
information and language requirements.  In short, most universities provided the basic facts. 
Perhaps the exceptional few of the group were Waseda University, Ritsumeikan University and 
Keio University.  While these universities provide information relevant to most (if not all of) the 
aforementioned items, where I believe they excel is in their efforts to address one of the most 
critical questions: Why study abroad?  Rather than providing handbooks which assume students 
will or should study abroad (and potentially deterring some students), Waseda, Keio and 
Ritsumeikan stress the need for students to first question the importance of studying abroad and 
make a four-year plan or a vision of their future lifestyles or occupations.  For instance, 
Waseda’s WINGS page refers to this as “Step 0.”  As well as acknowledging the dangers and 
anxieties students have about studying abroad within the first paragraph, the main point is that 
the very first sentence following the introduction asks the reader to “Think about the meaning of 
studying abroad” and to thoroughly consider whether one personally needs to study abroad 
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(Waseda University, 2015).  The idea is that it is only after one has completed this critical step 
that they can think about planning anything at all.  Similarly, Keio suggests on its “Planning and 
Preparation” page that one needs to first clarify their motives or objectives since if one has 
“concrete motives and a purpose, the road to a successful study abroad experience will open up” 
(Keio, 2015).  Keio stresses three important points to clarify before making any concrete plans. 
That is, ask yourself-  
1) Why do you want to study abroad (motivations)? 
2) What is your main purpose of studying abroad? (What do you want to get out of it and 
what do you want to study), 
3) What is your outlook for the future? (Do you want to take advantage of the things you 
learned while studying abroad?) (Keio, 2015) 
Ritsumeikan also emphasizes three points that one needs to consider as part of its “Step 1” 
process:  
1) Where do you see yourself in four years’ time?  
2) What kind of college life do you want to lead?  
3) You want to study abroad but there are many other things you want to do. (Ritsumeikan, 
2015) 
 On the one hand, such questions safeguard students from making hasty investments but 
on the other hand, it does not take into account that perhaps many young undergraduates fresh 
out of high school do not have concrete future plans or an outlook for the future.  Some students 
arguably discover this (and themselves) in a process of personal growth while studying abroad 
and I argue that these are the students whose needs need to be met. However, what are their 
needs? 
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Research Objectives and Methodology 
Research Objectives 
 The objective of this research project was not only to determine the extent to which first 
and second year university students were interested in studying abroad, but also to examine what 
students perceived as either hurdles or decisive factors when considering a study abroad 
program.  What are the major factors (including social, psychological and economic) influencing 
their decisions?  What are their sources of information? In the process of extracting and filtering 
these factors from students’ responses, I attempted to assess their needs. Moreover, by weighing 
these needs against what has been promoted in the discourse of global human resources by 
MEXT and participating universities in Japan, I attempted to identify any potential gaps between 
student needs and the initiatives and programs being promoted by these respective education 
bodies.  Whether significant or minute, I argue that by isolating and analyzing these gaps, 
institutions might be able to develop viable strategies and programs, which cater for students 
whose needs and demands have not been sufficiently addressed or met. 
Research Site 
 Although it was not selected as a member of MEXT’s “Global 30” universities, Asia 
University has consistently ranked highly in terms of the amount of students it sends abroad. 
Considering that national and public universities in Japan generally have a larger number of 
students and receive government or institutional support to develop and support their study 
abroad programs, amongst other renowned or prestigious private universities such as Keio 
University or Waseda University, Asia University ranks comparatively well for a private 
university.  According to Japan Student Services Organization’s (JASSO) 2013 report on 
outward bound students, of the list of top twenty national and private universities sending 
students abroad, Asia University ranked tenth, coming in before its Global 30 counterparts Kyoto 
University (12
th
) and Sophia University (15
th
) (JASSO, 2015). Neither a national university nor 
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considered a world-class university by MEXT, Asia University owes its success to its long-
established study abroad programs (namely, AUAP and AUGP), as well as its ongoing ties to a 
number of partner universities largely based in Washington State.  Where the Global 30 
universities have focused their efforts on attracting inbound international students, Asia 
University’s efforts to send students abroad sets it apart from its Global 30 counterparts and 
makes it a unique base for qualitative research on potential outbound students. Considering also 
that all first year students at Asia University (regardless of faculty) are required to take 
“Freshman English” (FE) classes five times a week for two semesters, it is a suitable 
environment to both gauge and rouse the students’ level of interest in study abroad programs at 
an early stage in their tertiary education. For these reasons, this research was conducted with 
over 500 students enrolled in FE classes (and several second year level English classes) during 
the crucial AUAP promotion week. 
Participants  
 Given that the AUAP promotional activities target all first year students, it was an 
appropriate occasion to question hundreds of students’ attitudes towards studying abroad and 
studying a foreign language. Including students from my own classes, a total of 506 students 
(predominantly Japanese but a fraction of students were from abroad) from Asia University’s 
faculties of Law, Business Management (BM), Economics, International Relations (IR) and 
Business Hospitality (BH) completed the questionnaire as part of this research. Given too that 
students’ English levels ranged from elementary to intermediate, the questionnaire was written in 
Japanese for ease of response. Furthermore, by writing in their native language (or otherwise), I 
believed participants would not limit their responses due to language barriers and would 
therefore freely express their opinions without struggling to explain complex cultural phenomena 
in a language other than their own.  After having gained permission from ten instructors to 
distribute the questionnaire in their classes, the questionnaire was accordingly distributed prior 
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to, during or shortly after the AUAP promotion weeks. Rather than segregating respondents 
(hereby referred to as ‘R’ with an allocated number when necessary) into gender groups, I 
divided the responses according to faculty and prefecture to determine whether students 
belonging to certain faculties or prefectures tended to show more interest in studying abroad than 
others. Interestingly (and although the total number of participants from Hokkaidō and Tōhoku 
was insufficient to make valid claims), participants from both regions showed comparatively 
greater interest than their peers from more populated, cosmopolitan and urban towns within 
Kantō and Kansai (see Figure 4).  In respect to the faculties the participants belonged to, the 
majority of participants (184) belonged to the faculty of BM, while the remaining participants 
belonged to Law (118), Economics (101), IR (93) and BH (2).  As anticipated, IR students 
showed a greater level of interest in studying abroad, followed relatively closely by BM students. 
Although they showed overall interest in studying abroad, in contrast to BM and IR students, the 
results revealed that Law and Economics appeared markedly less interested in studying abroad 
than their peers in other faculties (see Figure 5).  
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Figure 4: Level of Interest in Studying Abroad (based on region or prefecture) 
 
 
 
 
Figure 5: Level of Interest in Studying Abroad (based on faculty/school) 
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Materials and Method 
 
 As noted in the previous section, the questionnaire distributed to students was written in 
Japanese with the intention of eliciting more thorough and natural responses.  To ease the 
process of analysis, the questionnaire was essentially an online survey facilitated by Google 
Forms and easily accessed via a QR code.  The QR code itself was provided at the bottom of the 
consent distributed to all respondents.  Upon reading and agreeing to the purpose of the study 
and conditions, the respondents were then able to access the questionnaire via their smart phones, 
tablets or other devices.  Although participation in the questionnaire itself was optional, the 
overall response rate was relatively high, with only several students who were unwilling to 
participate.  The initial questions required respondents to not only input their names and faculties 
they belong to, but also the prefectures or regions they came from.  The latter bulk of the online 
survey questioned and considered the respondents’ level of interest in study abroad programs, the 
perceived benefits and downsides of studying abroad, as well as the major languages and 
destinations respondents showed interest in (see Appendix for these questions in detail). 
Requiring no more than ten to fifteen minutes to complete and little paperwork, the responses 
were instantaneously accessible and were therefore able to be analyzed and organized in an 
ongoing process. The distribution of questionnaire and simultaneous acquisition of responses 
was accomplished in a span of three weeks (from the end of May until mid-June, 2015).  With 
the help of online tools and given that a number of questions were multiple choice in form and 
therefore closed questions, the analysis of the corresponding data was automatically performed 
by Google Analytics.  
 The remaining open questions, on the other hand, necessitated careful reading and 
interpretation. Qualitative responses to the more complex open questions, which required the 
justification of personal opinions (namely, questions 7-11 and 13-15) were filtered into specific 
categories. For instance, when examining responses in regard to the “Disadvantages of Studying 
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Abroad,” the responses and relative reasons were filtered into the following categories: 
Linguistic, Academic, Social, Health/Welfare/Security, Financial, Cultural, and Daily Life (see 
Figure 6). Since questions varied, the responses which each question yielded spawned a wide 
variety of categories.  Given these circumstances, categories for each question were created after 
all of the responses had been read and visible patterns were noticed.  While such phenomena 
such as homesickness can fall under several categories such as “psychological,” “cultural” or 
“social,” in cases where the word “homesickness” was specifically used, such responses were 
classified as “psychological.”  In cases where the origins of one’s homesickness were specified, 
those responses were placed into the most appropriate categories.   
Figure 6: The Disadvantages of Studying Abroad 
 
 
Results and Reflections 
 
 If simply taking into consideration the quantitative results reflected in Figures 4 to 10, 
one might easily infer that financial factors both hinder a vast majority of students from studying 
abroad and are perceived as a major disadvantage of studying abroad. According to the data in 
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Figure 7, the benefits (or what students considered “merits”) are evidently tied to rapid language 
acquisition.  In terms of language acquisition, the overall preferred language and destinations are 
unequivocally English and countries where English is either the major or the officially spoken 
language (see Figures 8 and 9).  Although such results were anticipated and have been confirmed 
in recent studies conducted by Asia University’s International Affairs Division (Asia University, 
2014) as well as JASSO’s 2013 national report which listed the most popular destinations for 
outbound students based on student numbers. In order of popularity, The United States ranked 
first, followed by the United Kingdom, Canada and Australia (JASSO 2015).  However, upon 
further inspection, the results and individual responses to each question reveal the deeper 
concerns and motivations of Japanese undergraduate students. In this respect, it is necessary to 
consider the diverse range of responses that the questions yielded in a meaningful fashion and 
return to the initial questions concerning basic information such as the respondents’ hometowns 
and faculties.  As anticipated, the majority of students (396) reported their birthplaces or regions 
of origin as Kantō, followed by Chūbu (32), Kyūshū (17), Kansai (16) and Tōhoku (17) 
respectively. The remaining 13 students, relocated from Shikoku (9), Hokkaidō (2) and Okinawa 
(2). As for their respective faculties and as outlined above, the majority of students (184) were 
enrolled in BM followed by Law (118), Economics (101), and IR (93). The remaining students 
specifically identified themselves as BH students.  At a glance, it seems that the students were 
predominantly from Kantō area and studying BM or Law.  
 However, when considering their level of interest in studying abroad (also noted in the 
“Participants” section), students from Hokkaidō and Tōhoku showed comparatively greater 
interest than their peers from more populated, cosmopolitan and urban towns within Kantō and 
Kansai (Figure 4).  Irrespective of faculty or region, the students’ general level of interest in 
studying abroad in Figure 10 demonstrate that the majority of students (225) were “Interested” in 
studying abroad, whilst 162 were “Somewhat interested,” 67 were “Not interested” and 44 had 
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not really thought about it. In spite of the results demonstrating that the vast majority of students 
range from somewhat to genuinely interested in studying abroad, there were at least 100 (20%) 
students who had neither considered it, nor were interested. This particular demographic consists 
of a substantial number of students whose interests have neither been roused nor their needs met 
adequately. 
Figure 7: The Benefits of Studying Abroad1
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Figure 8: Preferred Language Course 
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Figure 9: Region/Country of Choice 
 
 
 
 
Figure 10: Level of Interest in Studying Abroad 
 
 
 
 When further questioning whether their levels of interest had increased or reduced since 
high school, the majority of students (257) noted a rise in interest, followed closely by 221 
students whose levels of interest remained the same.  Though seemingly insignificant in number, 
20 students argued instead that their levels of interest had decreased.  
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 Now to examine these results and the various factors influencing the participants’ 
decisions in greater detail, it is imperative to take into account the rich qualitative data, which the 
open questions yielded.  Returning then to the reasons for increased levels of interest or a loss of 
interest, it goes without saying that individual reasons were complex and diverse but after 
analyzing the sum of responses, I divided the reasons into several categories (outlined in Figure 
11). 
Figure 11: Reasons for Increased Levels of Interest 
  
  
 Without doubt, both word of mouth (being peer or other influence) and institutional 
support play significant roles in encouraging students to study abroad.  Of those who suggested 
peer influence sparked their interest in studying abroad, most of the students mentioned listening 
to positive or “fun” experiences from their seniors. For instance, comments such as “After 
listening to my seniors’ [experiences] of studying abroad, I thought it sounded like fun and that I 
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could also improve my English” (R128) were not uncommon. Other respondents additionally 
noted positive reviews from their teachers such as:  
  After listening to my friend’s really fun stories about going to America for a month, I 
thought I’d like to go too. Also, my freshman English teacher said it was so much fun so it made 
me want to go even more. (R13) 
 Similarly, others suggested that the presence of foreigners or friendship with exchange 
students at Asia University had encouraged them to consider studying abroad. Exemplary of such 
responses were “After becoming friends with the Asian exchange student in my dorm, I grew 
more interested [in studying abroad]” (R85) or “The university’s environment boasts a lot of 
foreigners and after listening to their stories and so on, it roused my interest” (R352).  Of those 
who suggested institutional support roused their interest, some claimed that the promotional 
videos (R379, R258) had drawn their attention while others noted that advice from the 
university’s study abroad guidance officers (R224, R134) had inspired them.  Since both the 
respondents’ peers and institutional support appear overwhelmingly influential, one might 
assume that the discourse and push for global human resources is not as prevalent nor deemed 
important enough in extra-institutional environments/wider Japanese society.  This is confirmed 
by the responses from students who spoke of a loss of interest (Figure 12).  Unsurprisingly, 
factors such as financial circumstances, other commitments, self-confidence and anxiety 
arguably discourage students from studying abroad. Given the overall lack of mention of “global 
human resources” or language competence related employability, one might argue that students 
are neither overtly enchanted nor discouraged by “global human resources” as a discursive tool 
or phenomenon. Having said that, given that the reasons for a loss of interest are largely tied to 
commitments, fear and unfavorable financial circumstances, one can also assume that students 
might be interested but are restrained. For these reasons, it is integral to examine the students’ 
perceived benefits and disadvantages of studying abroad.  
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 Starting with the appealing aspects and perceived benefits, as mentioned earlier, given the 
diversity and complexity of responses it was necessary to filter the responses into several 
categories. 
Figure 12: Reasons for a Loss of Interest 
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Figure 13: Appealing Aspects about Studying Abroad 
 
 
 Without doubt the most appealing aspect illustrated in Figure 13 is tied to language 
acquisition.  Although the majority of respondents mentioned language acquisition in general, 
the more specific responses stressed the importance of vocabulary acquisition (R187) or being 
able to listen to “native speakers” and decode linguistic input (R194).  What was perhaps more 
intriguing, was the number of respondents who felt that that life, cultural or personal experiences 
were particularly appealing.  Some, for instance, stated a desire to know more about an unknown 
or unfamiliar world (R182, R218). Of those who deemed personal growth or life experiences 
valuable, several indicated a desire to leave their parents and/or become independent (R209, 
R223, R277, R325), while others expressed a desire to broaden their perspective or world views 
(R178, R179, R215, R266). In terms of personal growth, as well as gaining “self-confidence” 
(R223, R295), R205 and R275 specifically argued that when studying abroad “atarashii jibun wo 
hakken dekiru” (discovering a new side of oneself) was the most appealing aspect.  Furthermore, 
R268 reinforced the idea that when one learns to speak several languages, one becomes more 
“open.” In any case, considering that cultural and personal/life experiences were almost as 
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appealing as language acquisition, such factors are arguably critical aspects to stress when 
marketing and promoting study abroad programs.  Moreover, and although a separate category in 
the chart, social aspects (such as making friends abroad or communicating with “foreigners”) are 
inextricably linked to the former more popular categories and should also be factored into 
promotional activities. 
 In contrast to the major appeal of language acquisition, the social aspect and the cultural 
or life experiences which studying abroad entails, one of the least appealing factors (in spite of 
efforts made by MEXT and participating universities nationwide) is the significance of “Global 
Human Resources.” Given that only 23 respondents alluded to career benefits or specifically 
mentioned “global” or “human resources,” one might infer that students are neither concerned 
with language competency’s influence on employability nor believe that English will be required 
in their future vocations. Perhaps not a completely unrealistic argument considering former 
Microsoft Japan president Naruke Makoto’s statements such as “ The proportion of Japanese 
who really need English is about 10%” or “When I heard about Rakuten and Uniqlo adopting 
English as the official workplace language, I thought, ‘That’s idiotic’” (Japan Today, 2011). 
Nevertheless, those respondents who made reference to more globalized working environments 
suggested, for instance, that the experience of studying abroad makes a good impression when 
job hunting (R336). Some argued that “Society has become considerably ‘global’ so English is 
required” (R290) or quite simply that “It’s a globalized world” (R302).  Granted, the question 
was designed to elicit what students thought was “appealing” about studying abroad (as opposed 
to what might be advantageous to one’s career prospects) so it is understandable if only a 
fraction of first year undergraduate students believed that studying abroad’s strong impact on 
career prospects was “appealing.”  For this reason, the follow up question regarding what 
students believed were “merits” was necessary.  
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 Since “appealing” can connote “attractive,” “cool” or “desirable” when questioning the 
appealing aspects of studying abroad (or any give subject for that matter), responses often 
involved taste-based judgments.  However, the follow-up question concerning the 
advantages/benefits or “merits” of studying abroad was designed to yield responses more likely 
to have been informed by external sources of information.  In short, the intention was to contrast 
what students perceived as “cool” with what they perceived as “good.”  Since advertising 
operates on desire rather than practicality and need, by eliciting students’ desires and perceived 
needs, one can find more viable marketing solutions which try to cater for students’ needs as 
well as desires.  On this note, if we return our attention to Figure 4, it is reasonable to suggest 
that the long-term linguistic or academic benefits of studying abroad are by far the greatest 
advantages. Interesting, however, is the value of social and cultural and experience-associated 
benefits in contrast to the results in Figure 10. To elaborate, cultural experiences were valued 
more than life or social experiences in terms of their level of “appeal.”  However, in terms of 
long-term benefits, the various life experiences gained while studying abroad were valued over 
cultural experiences.  This signifies a shift to more pragmatic-based responses to say the least. 
Furthermore, whereas social aspects were deemed less appealing than cultural experiences, in 
terms of their perceived benefits, social exchanges were considered more beneficial than cultural 
exchanges. These findings arguably indicate that the long-term benefits of social interactions and 
exchanges abroad outweigh any temporarily intriguing cultural fascinations. What this also 
highlights is a need to combine the two factors to adequately balance students’ needs and desires. 
That is, by creating or promoting more opportunities which foster ongoing (and thus meaningful) 
social interactions through regular cultural events, both students’ needs and desires can be met 
effectively. For instance, if one studies at the University of Hawaii, there is no guarantee that one 
will make friends or participate in surfing lessons with a group of friends and/or locals. I argue 
that through organizing and marketing such structured extra-curricular activities in the same 
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fashion as Japanese “pakeeji tsuaa” (package tours), students’ needs to form social bonds as well 
as their desires to experience various cultural activities can be anticipated. In short, programs 
need to focus on: Goals, Groups, Guarantees.  
 Given that these assumptions are merely based on observations of the quantitative data 
the question yielded, it is therefore necessary to further examine the responses in greater detail. 
In regard to the perceived linguistic merits and similar to the responses concerning the 
“appealing” aspects of studying abroad, many respondents suggested that improving their 
English (in general) was the greatest merit.  Once again, several students noted specific skills 
they thought they could improve such as listening or speaking. For instance, R286 suggested that 
one’s listening skills improve since one is exposed to “native English” (or naturally spoken 
English). As for speaking skills, R27 claimed that as well as being able to speak English on 
demand, one of the greatest “merits” is overcoming one’s resistance to foreign languages. 
Although this resistance could be perceived as a psychological barrier stemming from one reason 
or another, for respondents to acknowledge this anxiety is not only a step towards their own 
progress, but it reinforces that resistance to L2 learning is indeed a thriving phenomenon.  And 
for MEXT and universities nationwide, I argue that this resistance needs to be addressed in their 
ongoing pursuit to sell “out.”  
 In terms of the perceived social and cultural “merits”, the majority of responses 
essentially reinforced what was stated in the previous discussion on “appealing” aspects.  That is, 
for example, making friends abroad (R150), daily interactions with one’s host family (R146), 
learning about the various aspects of a country’s culture and values (R46) and similarly, learning 
first-hand about a country’s unique characteristics (R48).  While such responses were relatively 
predictable, what I did not anticipate (and found particularly intriguing) was the fact that more 
students valued the chance to gain life experiences and grow rather than the social or cultural 
experiences which go hand in hand with studying abroad. Aside from the independence gained 
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when moving away from one’s parents or home, some responses were significantly more 
profound and personal. For example, R150 suggested that one of the advantages of living abroad 
was identity formation, while R310 claimed that one becomes more “positive” while living 
abroad. To expand, R310 wrote the following: 
 I think that Japanese people have a very naïve and negative side compared to foreigners 
 but there is something very positive about foreigners. I think that by being around  such 
foreigners, one can become very positive. 
 In a similar vein, one respondent wrote ,“I can discover a new side of myself in a new 
place,” (R54) while another suggested that as well as developing an independent spirit, 
expressing oneself more and more is necessary in order to take the initiative to make friends on 
one’s own (R377). Granted, such respondents are far from representative of the general target 
market of potentially external bound Japanese students, but I believe that these psychological 
factors (associated with identity formation, self-confidence and character building) need to be 
emphasized by program coordinators. 
 This is clearly reinforced by the comparatively small fraction of respondents who alluded 
to the potential career benefits or global HR discourse.  Such respondents argued, for instance, 
that after having studied abroad, as well as being able to write it on one’s résumé, one is a little 
more advantaged when job hunting (R31, R152). Those who alluded to global HR movement, 
suggested that through studying abroad, one can become an “internationalized person” (R237), a 
“global person” (R159), or one becomes more global-minded (R432).  Based on the 
offhandedness and vagueness of such responses, one might infer that the majority of students are 
neither aware nor particularly concerned with global HR discourse. Furthermore, it is somewhat 
implicit that quite a number of students are not convinced that studying abroad has long-term 
career benefits.  It might be the case that students who are convinced of the long-term career 
benefits of studying abroad are the ones who specifically aspire to work for international 
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corporations.  Accepting the former argument that most Japanese office jobs do not require 
English language skills (as well as the small fraction of students who indicated there were long-
term career benefits of studying abroad), it seems like a futile struggle to emphasize the global 
HR movement when students seem more interested in “the experience” or self-discovery.  Thus, 
rather than stressing study abroad programs specifically as a career investment or a study 
commitment, I posit that a Contiki-like pilgrimage to personal growth (with the added bonus of 
language acquisition) is perhaps a more effective marketing edge to not only expand the target 
market but meet some of the emotional needs of young students. 
 However, prior to suggesting (let alone postulating) just how MEXT and tertiary 
institutions can sell “out,” it is crucial to examine what the students perceived as demerits. 
Looking back at Figure 3, it is goes without saying that the greatest hurdle and thus disadvantage 
of studying abroad is the financial investment that needs to be made.  As I have stressed, there is 
no absolute guarantee that one’s English will remarkably improve to a specific level and even if 
one’s English does improve, there is still the initial down payment, per se, that needs to be made 
prior to departure. As one respondent noted: 
I think there’s a big risk in going all that way only to fail for people who are only a little 
bit interested in going (R423).   
 The second greatest concern was associated with health, welfare and security (64 
respondents).  Equally as disconcerting were the amount of psychological issues which were 
alluded to (64 respondents).  In descending order, the following factors were also evaluated by 
respondents as disadvantages:  Not specified/not sure (55 respondents), linguistic 
issues/language barriers (41 respondents), cultural barriers (37 respondents), issues concerning 
social relations (24 respondents), problems associated with daily life (24 respondents), issues 
concerning academic affairs (13), and “other” (3).  Responses expressing concern about health, 
welfare or security ranged from commonsensical to extreme.  For instance, R72 expressed fear of 
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being “shot dead,” R4 suggested that security was “probably bad so it’s scary,” and R59 argued 
that, “First and foremost, there’s the possibility of losing one’s life in a world of guns.  If I can’t 
communicate, I’ll be bullied.  Guns are prohibited in Japan.  It’s unsafe there.” 
 Among security issues, others worried about a lack of hygiene (R46), “getting fat” since 
the diet is extremely meat-based (R13) or the lure of “taking drugs” (417).  Perhaps not 
completely irrational fears but nevertheless, such anxieties can be considered as psychological 
barriers.  However, to differentiate between responses concerning health and safety and those 
which with an implicit or profound fear of homesickness, it was necessary to create the category 
“Psychological.”  To elaborate, responses belonging to this category not only directly referred to 
homesickness (hoomushikku), but rather than expressing one of many possible sources of anxiety 
related to the potential destination, such responses revealed a lack of direction or tendencies 
towards separation anxiety.  R45, for instance, spoke of a fear of forgetting the main purpose and 
the whole trip therefore being a waste in itself. In terms of latent homesickness, R9 argued that 
one “might end up forgetting Japan,” R86 was concerned about ending up wanting to return to 
Japan earlier than expected, while to a greater extent, R23 was afraid that being abroad might 
reduce one’s overall time spent in Japan.  
 Reasons classified under the category ”Social” reflected more or less the same forms of 
anxiety but the sources of anxiety were evidently tied to social relations.  Such respondents 
reported a fear of missing one’s family (R281) not being able to meet up with one’s friends 
(R10), or the possibility of failing to form friendships while abroad (R25).  On the other hand, 
the perceived cultural demerits included aspects such as feeling stressed from failing to get 
accustomed to life in the host country (R67) or the differences in habits (between Japan and the 
host country) (R22).  However, to a greater extent, one respondent perhaps encapsulated the 
extremity of cultural barriers in the comment, “ I think a part of it is nothing but patriotism and 
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so on, but the fact that I have  chosen my home country [Japan] as a study abroad destination 
speaks for itself” (R48).  
 Whether such anxiety is tied to differences in culture, homesickness or simply a language 
barrier, some respondents noted that the disruption of daily life was an unpleasant factor. 
Comments simply arguing that one might run into difficulties or trouble in daily life (R44) were 
not uncommon.  R152, for instance, added that “It’s not just the language or relationships, if one 
does not get used to the place, trouble will occur in daily life” (R151).  Whatever the origin of 
anxiety may be, whatever the perceived disadvantage may be, one could argue that the majority 
of these concerns stem from a fear of failure and/or a fear of change.  While such issues could 
also be characteristic of newly enrolled undergraduate students, it is necessary to nonetheless 
address these issues and try to alleviate such fears by offering various guarantees in study abroad 
programs.  
Discussion 
 Having thus far examined both the quantitative and qualitative findings of the study, it is 
now integral to review the results and suggest possible solutions.  Firstly, in comparison to 
students from other faculties, it was noted that law and economics students (in general) were not 
as interested in studying abroad.  Considering too that financial hurdles triggered a major loss in 
interest in studying abroad, what this may indicate is that these students might be concerned with 
the cost-performance of studying abroad or its relevance to their future occupations.  In this light, 
perhaps cost-effective programs with guaranteed results (in one form or another) might be more 
attractive to such students. Furthermore, given that rapid language acquisition was considered as 
both the greatest “merit” and appealing aspect of studying abroad, these students need to be 
convinced that both English language skills are necessary and that studying abroad will provide 
guaranteed results.  
 However, how can costs be reduced? If one takes into account the tuition fees, living 
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costs, and flights, studying English in North America, the United Kingdom and Australia, it is 
little wonder why a significant amount of students worry about the cost-performance and 
therefore suffer from a fear of failure.  For some, alternative options to studying English and 
reducing costs are internships or working holidays.  However, if, for example, MEXT were to 
collaborate with the Ministry of Foreign Affairs (MOFA) and provide a hybrid visa which allows 
for six months of studying at participating institutions, followed by a six-month working holiday 
program (at participating companies), there might be more incentive for students to take part in 
study abroad programs.  Taking into account that social and life experiences such as gaining 
independence and forming friendships abroad were ranked highly as both benefits and appealing 
factors of studying abroad, by incorporating the rewarding aspect of work experience (both 
financial and social), the students’ social needs and financial concerns can be catered for. I 
therefore argue that this kind of hybrid program not only reduces costs but eliminates the anxiety 
associated failure and planning.  Furthermore, on the premise that certain companies were in 
theory to provide jobs to students irrespective of their language competency, this may also 
alleviate some anxiety associated with language competency. Since the weight of matters such as 
health, welfare and security are relative to the destination and/or individual, much like in Japan, 
these are matters that insurance firms (rather than tertiary institutions) can handle.  Unfortunately 
too, psychological barriers such as separation anxiety or fear of change (both tied largely to 
homesickness and culture shock) are perhaps issues which are best addressed on an individual 
level.  
 There is, however, a means to counteract such fears and I suggest that it relates largely to 
the aforementioned aspect of personal growth.  As argued in the previous section, psychological 
factors (associated with identity formation, self-confidence and character building) need to be 
emphasized by program coordinators. Now whether the program is marketed as a “Contiki-like 
pilgrimage to personal growth” or a fun coming-of-age rite (much like the high school 
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graduation trips some students take with friends) does not particularly matter.  I posit that if 
institutions incorporate an essence of simplicity, freedom, rewards, and the feeling of being 
unique yet a part of something (in a similar fashion to Apple’s style of marketing) into their 
study abroad marketing strategies, perhaps more students might be enticed and convinced that 
studying abroad is  worthwhile.  The ideal situation would be to employ celebrity endorsement 
given that 85% of television advertising in Japan is comprised of celebrity-endorsed commercials 
(Doss 2011).  However, whether it is a viable marketing solution for tertiary institutions is 
debatable.  That is, it rests largely upon the budget of each institution and whether they value 
studying abroad enough to invest in such costly forms of advertising.  While basic print 
advertising, social media campaigns and web advertising are options, as noted, word-of-mouth 
marketing (WOMM) has not only proven to be effective but is cost-effective and undoubtedly 
more direct than other forms of advertising.  Weekly cultural events on campus (for example, 
Thanksgiving week, Fasching week or Bastille week) could not only be sponsored by 
participating embassies within Japan, but have the potential to rouse initial interest and kick start 
further promotions.  
 But what exactly should be marketed or promoted?  What kind of marketing angle might 
be most effective?  Firstly, given the small fraction of students who indicated that studying 
abroad increased one’s career prospects, studying abroad might be better off marketed as “going 
abroad.”  Travel, as it is, denotes exciting, new transitions, personal growth and independence.  
These are precisely the things new clothes or new phones promise young consumers- reinventing 
or refashioning oneself.  In short, the experience of going abroad could be perceived as a notch 
on one’s belt, a sign of status and a platform for self-indulgent Insta-bragging.  Thus, in order for 
institutions to sell “out,” one needs to approach students as consumers.  According to research 
results from Japan’s largest advertising company Dentsu, university students were addicted to 
(and therefore spent the most money on) shopping (in general), their love interests, and fashion 
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(Dentsu, 2013).  In light of these results, I cannot stress enough that selling “out” needs to 
incorporate a certain element of “cool” while promising some kind of results and meaningful 
social interaction. Namely, Goals, Groups and Guarantees.  
Conclusion 
 Over the last thirty years MEXT has made continuous efforts to improve English 
education with the JET program in the 1980s through to the recent “Tobitate” and “Global 30” 
initiatives.  Whether MEXT’s efforts have been successful, let alone efficient is debatable. As 
argued in Robert Aspinall’s (2011) research on Japan’s education policy, “The ministry’s aim to 
go from a Japan where almost nobody speaks good English to one where everybody speaks good 
English is self-evidently unrealistic” (2011, p.135).  In this light, rather than determining and 
deconstructing the flaws in MEXT’s designs, this study attempted to evaluate students’ needs, 
demands and general attitudes towards studying abroad.  With the findings obtained I then 
attempted to propose possible marketing solutions in order to sell “out” to students who MEXT 
has described as having “inward” tendencies (uchimuki)  (MEXT, 2011).  However, are students 
inward? As Tokyo-based lecturer and scholar Chris Burgess has argued: 
 [I]t may be more accurate to talk of an uchimuki government or even society, one  that 
remains rooted in an insular world view that sees globalization as an external process, something 
owned by somebody else. (Japan Times, 2011) 
 Perhaps this is the case given that the overwhelming majority of students in my study 
expressed interest in studying abroad but seemed to be hindered by financial circumstances 
(often concerning the cost-performance of studying abroad) or revealed tendencies towards 
separation anxiety or fear of failure.  Such issues and insecurities, I argue, are legitimate for 
Japanese students in a competitive post-recession climate.  They need stability.  Thus, rather than 
persisting with overly ambitious and somewhat intimidating campaigns which seem to imply that 
being “global” equates to leaving Japan, perhaps what programs designers need to improve on is 
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offering students security and stability, while fostering their [emphasis added] interests.  This, I 
believe, can be achieved with the introduction of diverse visa options, as well as structured, 
enjoyable and meaningful package tour-like programs.  Such programs should not only 
guarantee achievable results, but also cater for students’ emotional needs because rather than just 
improving one’s chances to “Work for a global enterprise,” as one of my respondents aptly 
suggested, studying abroad gives one “the confidence to do anything” (R88).  
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Appendix 
 
Questionnaire (Japanese and English) 
 
1. あなたは留学に興味がありますか Are you interested in studying abroad? 
「興味がある」「やや興味がある」[興味がない」 Yes. Somewhat. Not really. 
2.  高校の時に比べ、あなたの海外留学の興味はどのように変化しましたか? Have you become 
more or less interested in studying abroad (SA) since high school?-「興味度が高くなっている」「
低くなっている」「興味の程度は変わらない」 I’ve become more interested in SA. I’ve become less 
interested in SA. My level of interest in SA hasn’t changed.  
a. 海外留学への興味について、「低くなっている」とお答えになった理由を教えてくださ
い。 If you answered [I’ve become less interested in SA], explain why. 
b. 海外留学への興味について、「興味度が高くなっている」とお答えになった理由を教え
てください。If you answered [I’ve become more interested in SA], explain why. 
3. 留学で得られる魅力はどのようなことだと思いますか そして、それは何故ですか？What is 
appealing about SA? 
4. 留学で得られるメリットはどのようなことだと思いますか そして、それは何故ですか？ 
What are the advantages of SA? 
5. 留学で得られるデメリットはどのようなことだと思いますか そして、それは何故ですか？
What are the disadvantages of SA? 
6. a. あなたはどのような留学に興味を持っていますか？ What kind of SA program/course are you 
interested in? 
 短期コース（学士コースで３ヶ月以内）Short course (within three months) of your BA 
６ヶ月（学士コース）Up to 6 months within your BA 
６−１２ヶ月（学士コース）6 months- 1 year within your BA 
1−２年（大学院コース） Postgraduate course. (1-2 years) 
b. 何故その期間を選びましたか Why did you select that time frame? 
7. a. 海外留学を検討する際、あなたはどこの国が留学先の選択肢に入りますか。Where would 
you like to study? Choose your destination! 
b. 何故「○○」国で留学をしたいですか？Why did you choose this particular country? 
8.留学が出来ない方、または留学をしたくない方で、言語を習いたい方はいますか？その場合、英語、
中国語、スペイン語、又は、他のどの言語を習いたいですか? その理由は教えて下さい。If you cannot 
study abroad or you do not wish to, are you still interested in learning other languages? If so, what 
language would you like to learn? Why? 
 
 
  
